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We Count on Yon 


The months of November and December 
are traditionally very competitive in our 
business. We know from experience that 
ou r competitors will be focusing extra hard 
on full-price brands at retail, attempting to 
meet year-end financial and market share 
objectives. 

You can expect a flurry of competitive 
retail promotions to put pressure on the 
excellent retail presence you have fought 
so hard to gain this year. We count on you 
not to allow this to happen. We cannot let 
any of our business, particularly our full- 
price business, slip away at this crucial time. 
The key is superior execution at retail. 

Additional promotion funding has been 
committed to our priority brands, Winston 
and Camel; and I would stress that you give 
your lull attention to these, as well as all 
full-price brands, for the remainder of the 
year. We have to outperform our compe¬ 
tition in the full-price category at retail; and, 
again, we count on you. 

I am keenly aware of what it means to 
say “we count on you.” The effort, the 
workload, the long hours. There seems to 
bo no letup, but you manage to carry on, 
willingly, with a competitive spirit that is 
unmatched in our industry. 


That is why we continue to improve your 
totalSAIP compensationpackage. Thisyear, 
we increased the target percentage you can 
earn to 12-15 percent of your base pay and 
scaled up the potential to earn as much as 
200 percent above your target. The Local 
Performance Program, new this year, gives 
managers the opportunity to reward indi¬ 
vidual performance immediately, through¬ 
out the year. The National Sales Masters 
Program is designedtorecognireandreward 
die top achievers in our sales organization. 
Their reward is a trip to Hawaii. We insti¬ 
tuted the senior sales representative posi¬ 
tion, again, to recognize consistent high 
performance among our seasoned profes¬ 
sionals. 

In reality, I know that sales incentives do 
not make a great sales organization, Your 
performance is based on an inner drive to 
be the best Sales incentives alone can't 
spark that drive; but they can, I hope, 
express an appreciation for the many times 
we count on you. 


Sincerely, 



Yancey W. Ford, Jr. 

Executive Vice President, Sales 
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ON THE COVER: 

RJR departments pull together to create a 
strong team at retail. 
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Partnership of Sales, Marketing, 
and Department Specialists 
Make BBlI’s a Team Effort 



j'he huddle breaks. The front linemen 
* hunch down, preparing to defend their 
turf and protect the quarterback. The 
quarterback calls the play 
as the team prepares to 
rF initiate the plan. When 

(he quarterback gives 
the word, the center 
snaps the ball and the 
team is in motion— 
B|j|l thundering downfield 

$BsF( In much the same way, 

the RJR Brand Business 
Units operate. The overall 
sMm purpose of a Brand Busi- 
JEQ ness Unit or BBU, according 

toVicePresidentEdBlackmer 
£Lu who is in chaise of the Camel 
El brand, is to provide total busi- 
M*k ness-based orientation to the 


marketing of RJR brand families. The 
strengths of the concept lie in the partner¬ 
ship that all the members of the BBU feel 
toward affecting the sales of their brand. 

Much like a head coach, Blackmer calls 
the plays for the Camel team. Three senior 
marketing managers cover other aspects 
of the Camel plan. Charlie Davis, former 
Winston-Salem region manager, directs 
retail activity for the brand. Ned Leary 
oversees advertising and special programs, 
such as Camel Cash and direct marketing. 
Diane Burrows looks at future strategic 
plans for Camel including potential line 
extensions. 

“In simple terms,’’Blackmer says, “theBBU 
is a team concept, made up of people from 
across the company who can impact the 
planning and implementation of marketing 
and sales plans for each brand. I’m happy to 
say that the Camel BBU is a strong and highly 
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motivated group with bright ideas.” force has input into programs from their Marketing, carried out by the field sales 

The members of the Camel BBU repre- inception through our sales planning per- force. “One size no longer fits for all 

sent a cross-section of the company: sales sonnel,” Blackmer says. markets or brands,” EUegate says. “When- 

planning, finance, business information, John Ellegate, Camel’s sales planning ever I help the BBU come to a decision, 

public relations, manufacturing, finance, manager, is an RJR sales force veteran of I think how it will affect our sales force, 

engineering, R&D, marketing, andmarkct- 10 years and former division manager of That's my job on the BBU—providing the 
ing support. Representatives from these the West Detroit division. He is a key field sales the time to plan their work and 

areas bring with them not only the knowl- player on the Camel BBU, according to work their plan. Being part of the Camel 

edge of their own functions, but also fresh Charlie Davis, senior marketing manager. BBU has given me a new perspective; I'm 

ideas on how to better implement the “We can sit here in Winston-Salem ere- able to see the whole marketing and sales 

overall marketing plan for Camel. ating great ideas, but ifour sales force can't process. The people here at the Home 

No one person could handle all the implement our ideas in the marketplace— Office are making every effort to help our 

details ofthe business that his/her brand— then ourplanning isn’t worth a nickel,"says sales force carry the bail into the end zone, 

or any other RJR brand—demands. That’s Davis. “Sales planning is a vital part of the The Camel BBU is dedicated to helping 

the strength of the BBL’ concept, Each player process for Camel. In a very real sense, John our sales force be successful. Oneaspect 

has support from experts in their own area. Kllegate acts as a reality check for all our of that effort is two-way communication. 

For instance, R&D is not working in a plans. Coming from the field, he has a great Expense report comments, for example, 

vacuum, but rather is working as part of perspective on how our marketing plans are a great way to send ideas back here— 

the team upfront—helping Camel look to work on the front lines." I'm convinced that by working together, 

the future. The effectiveness of the BBU is also we can all work smarter.” ^ 

“At the other end of the process, our sales hinged on the concept of Account Specific 
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V plike traditional marketing structures 
which involve themselves primarily in 
the creative aspect of brand management, 
the RJRBrand Business Units bring together 
managers fromvarious departments to work 
as a team with the brand managers. This 
concept gives the BBU a variety of “spe¬ 
cialists” who help direct brand activity. 

Field sales is represented in each of 
the five BBU's by a sales manager, who 
reports to the staff vice president, plan¬ 
ning, communications, and sales technol¬ 
ogy. Their primary responsibility' is with 
their assigned BBU. The sales managers 
were all former division managers who 
understand the needs and concerns in 
the field, and who can offer field insight 
into brand decisions. 

As would be expected, the sales manag¬ 
ers are committed to growing their brand’s 
business, but, at the same time, they have 
to be able to provide a field sales point of 
view to their peers on the BBU, and suggest 
practical ways a BBU program proposal can 
be worked effectively in the field. They are 
also the field’s chief contact with the BBU, 
andactasaresourceto field managers who 
recommend programs for specific mar¬ 
kets. If the program meets the brand’s 
objectives and can be efficiently executed 
within a given time frame, the sales man¬ 
agers champion the program with the BBU. 

The following introduces the remaining 
four BBU sales managers, and offers their 
perspective on their relationship with the 
field and their respective Brand Business 
Units. The sales manager for the Camel 
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Business Unit, John Ellegate, gave his 
perspective in hie previous story. 

Bill Dufly is the Winston Business 
Unit sales manager and former division 
manager of the Evansville, Ind., division. 
“I try to take what the field thinks is 
important and help shape It into strategy 
that works for Winston. Everything 
Winston does, whether it’s a new brand 
or promotion, we get input from the field, 
and that’s very important. I also feel re¬ 
sponsible for seeing that all communi¬ 
cations to the field about Winston are 
accurate and strategically sound.” 

Cathy Risese is the Salem Business 
Unit sales manager and former division 
manager of the East Atlanta, Ga, division. 
“I’m a Salem fanatic, so my main objective 
is to get field managers to understand the 
importance and potential of the brand. I 
think it’s a mistake to view Salem as a 
menthol initiative brand when only 16 
percent of its volume comes from MIP 
markets. Thai leaves 84 percent for general 
market growth opportunity in virtually all 
divisions. Our‘FreshSide’ campaign willget 
Salem moving again.” 

Stan Driskell is the Yantage/More/ 
Now Business Unit sales manager and 
former divisionmanager in theSouthAtlanta, 
Ga., division. He was also assistant brand 
manager for Camel. “Working with minor 
share brands I know we can’t be too 
demanding on the field’s time. But, I 
believe, we can still develop programs for 
the quarterly workplan that are not time- 
consuming, yet move product at retail. 
That’s where my field experience comes 
into play wit hin the BBU." 

Barbara Simkins is the Savings Busi¬ 
ness Unit sales manager and former di¬ 
vision manager in the Nassau, N.Y., division. 
“The Savings business is so volatile that 1 
spendalotoftimewith sales representatives 
to keep up with what’s going on. They tell 
me we could do a better job in making their 
work on savings brands less complicated 
and time-consuming. That’s the challenge 
I bring forward to the BBU, and I feel I can 
help simplify things for the field,” 

BBU updates presented by the sales 
managers willbe included in future editions 
of the Sales Merchandiser. 0 
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Speak Out! 

Secretaries, Sales Representatives, and Managers, 
Share Your Ideas With Us. 

Please share your comments, ideas, successes, and suggestions with us, 
as they relate to business manager training and computer skills application. 


Name 

Address 


Questions • Why Don't We? • Accomplishment • Success Story • How We Solved a Problem • Etc. 
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Stamp 

Here 


Mark Paulson 
Sales Department, 8 REY 

R.J. Reynolds Tobacco Company 

P.O. Box 2959 

Winston-Salem, N.C. 27102-2959 
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Training, a Big Investment in You 


RJR has made a significant investment in 
training this year. But, it means nothing 
without the time commitment that you have 
made in the midst of the “War in the Store." 
It's not easy to make time for training, but 
you did it by attending courses on Account 
Specific Marketing, Sales Management 
Development, Professional Sales Negotia¬ 
tions, Account Developmenl/Business Plan¬ 
ning, and Problem Solving. 

Are you seeing a return on this invest¬ 
ment? Have the skills you have learned this 
year equipped you to make better deci¬ 
sions? Here are some success stories about 
how training has helped our business. 

It Works 

David Deese, senior chain accounts 
manager in Ft. Lauderdale, Fla., says that 
he has used lateral penetration to develop 
a close working relationship with the Winn 
Dixie Security Department. “Most people 
do not understand that the security agents 
are major decision makers when it comes 
to merchandising cigarettes," Deese said 
Winn Dixie Security notifies Deese when¬ 
ever major cigarette losses occur, so Deese 
can arrange a security' carton merchandis¬ 
ing program in pertinent locations. 

Deese, who learned account penetration 
techniques earlier this year in the Account 
Development/Business Planningworkshop, 
highly recommends that (AMs and SAMs 
make firsthttnd contact with the security 
agents of their chains. Such relationships 
enable RJR to demonstrate some of our real 
"points of difference" that give us a com¬ 
petitive advantage. 

Butch Oringderff, national manager 
in merchandising, credits the seminar on 
Professional Sales Negotiations with his 
new approach in negotiating with suppli¬ 
ers. RJR has historically paid for special 
tooling required by vendors who build 
displays for us. In one recent instance, 
however, Oringderff, Ron Grout, and Jim 
Powersarranged a trade-off with asupplier. 
RJR allowed the supplier to sell his special 
shelving to other industries, but avoided the 
cost of the special $ 60,000 tooling 

Also through PSN, Oringderff learned 


how to leverage RJR's willingness to cus¬ 
tomize fixtures for our major accounts. He 
now lets his accounts know that sometimes 
it isn’t easy to provide what the customer 
wants, but their business is w'orth it so we’ll 
make the extra effort. 

Since going through the PSN workshop, 
Oringderff feels much more prepared for 
his negotiations, He makes plans before 
going in, uses a systematic approach, and 
comes away with results that impact RJR’s 
bottom line. 

After only seven months in his position 
as chain accounts manager in Raleigh, NX, 
Pat O’Mara conducted a discovery inter¬ 
view with the buyer in one of his accounts. 
As a result of that interview, O’Mara learned 
that it wasn’t the buyer who benefited from 
“Winners” dollars, but the Finance Depart¬ 
ment. The buyer agreed to champion our 
cause, however, and put O’Mara in touch 
with the right person. In this single trans¬ 
action, O'Marawas able to use the discovery 
process, lateral penetration, and champi¬ 
oning concepts from the Account Develop¬ 
ment/Business Planning workshop he at¬ 
tended in the spring. 

O’Mara also makes use of the skills he 
picked up in the Professional Sales Nego¬ 
tiations course, regularly asking for trade¬ 
offs whenever he makes an extra effort to 
serve his accounts. He has become a skilled 
negotiator, replacing PM overheads and 
signing up accounts on our ICAP Program. 
According to O’Mara, “These two courses 
have benefited me more than any others 
I’ve ever taken, and that includes college.” 

Future Direction 

So, wiiat’s planned down the road to help 
us become the best business decision 
mtikers we can be? For the remainder of 
1992, our focus will be on Time Manage¬ 
ment and Computer Skills Training. After 
months of study and testing, the Franklin 
Time Management System was selected and 
seminars will begin in November. Problem 
Solving, a course that teaches plan analysis, 
decision making, and cause analysis, was 
originally scheduled for the fourth quarter 
of 1992, but has been postponed to early 


1993, due to the heavy workload in the field. 

Also in 1993, region managers and above 
will be invited to a seminar on strategic 
planning. This seminar will be designed to 
teach the skills needed to predict possible 
market fluctuations and plot strategic re¬ 
actions should an individual set of circum¬ 
stances occur. 

The Sales and Marketing Training De¬ 
partment is also designing a class on quality' 
and teamwork for all kill-time personnel 
in the Sales and Marketing Departments. 
It is investigating methods of skill review 
and usage that rely less on manuals and 
documentation, and more on technology, 

Computer Skills Training 

Traininganddevelopmentmanagersalso 
work in close partnership with computer 
skill’s program developers, New Microsoft 
Word, Windows, and Excel software up¬ 
grades were made available to field offices 
by Sales Information Systems personnel, 
who passed the baton to training managers 
for actual training, targeted to the user 
group. Currently, two companies are under 
consideration to provide the training to 
secretaries with minimum office disruption 
and travel requirements. 

Likewise, the Information Analysis/Sales 
Applications group has developed exdting 
new r programs to give the field better tools 
to make effective presentations, create plan- 
o-grams, and analyze business data. These 
programs include Category Analysis, Prof¬ 
itability' Analysis, and loading top 25 data 
fromsupplierinformaiion. Once developed, 
hands-on training of the new programs 
becomes the responsibility of the training 
managers. Full details about these pro¬ 
grams will be available soon. 

Share Your Ideas, Experience 

This article mentions a few training 
success stories. We know there are many 
others. We also know' there are some cre¬ 
ative things being done on office comput¬ 
ers. Let us hear about diem, Give us your 
ideas, offer suggestions, or ask questions 
on training or any aspect of computer tech¬ 
nology. Use the form enclosed with this 
Sales Merchandiser to communicate with 
us. We’ll respond in future editions. ® 


----- 
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‘'There's a place where 
everyday is Friday, where 
the music never stops, and 
where the fun never ends.’ 

For menthol smokers, that 
place exists only when they 
light up a Salem and escape to 
the “FreshSide.” 

Salem’s new "FreshSide” ad- 
vertisingcampaign was greeted with 
enthusiastic response by managers 
and sales representatives who at* 
tended kick-off meetings to test the 
new campaign that began in October. 
Four divisions are included in the test: East 
and West Cleveland; Columbus, Ohio; and 
Raleigh, N.C. 

The Salem “FreshSide" is more than just 
an ad campaign. It’s a whole new position¬ 
ing that offers smokers a chance to break 
away from the everyday routine and enjoy 
a fresher side of smoking. To introduce this 
new “FreshSide" positioning in the lead 
marketing divisions, the Salem Brand 
Business Unit, working together with the 
division managers, has built an exciting 
support plan of advertising, promotion, 
point-of-sale, displays, and other retail 
programs. Each is designed to invite smok¬ 
ers to light up a Salem, enjoy the good times, 
and escape to the “FreshSide," 




Dave Engelbredit, Columbus division, 
and Ron Odom. East Cleveland 
division, review "FreshSide" I'OS. 


While this new positioning for Salem will 
be thoroughly tested before a national roll¬ 
out decision is made, there is enough evi¬ 
dence to suggest that Salem may just have 
hit on something big. Pre-market test scores 
on the “FreshSide" campaign were higher 
than Camel’s ‘ ‘SmoothCharacter. ’ ’ Address¬ 
ing thepre-launch meetings, Dave Krishock, 
vice president of the Salem Business Unit 
said, “We have the tools to get to the same 
place with Salem as we are with Camel, by 
making Salem fim for you to work and for 
smokers to buy.” 

Salem's Senior Marketing Manager, 
and former New Jersey region manager, 
Denny Bomgardner told the attendees that 
they had “an unprecedented opportunity 
to energize Salem” (a brand that is the only 
RJR full-price leader in its category), by 
helping Salem position “a more specific, 
more relevant image to menthol smokers." 

Essentially, fun is what Salem’s new 
positioning is all about—an escape from 
the serious side oflife to places of relaxation 
and enjoyment “where every song is your 
favorite, and where jukeboxes never need 
quarters.” The escape theme is superbly 
executed in all elements of advertising and 
promotion with a truly creative flair. Unique 
10-pack and 40-pack displays have been 


designed to look exactly like miniature 
vintage jukeboxes, which are sure to 
create attention and stand out above 
the clutter at retail. 

The test divisions are prepared to 
give the brand their total support. 
SpeakmgfortheNoithCentralsales 
area, Area Vice President Ron 
Evans told personnel that build- 
; ing Salem's share is critical. 

“Thirty percent of this sales area's 
business is menthol, and we contribute 
more to the company’s menthol business 
than any other sales area,” he said. "I know 
you are going to give Salem 100 percent.” 

Smokers will ultimately judge the effec¬ 
tiveness of Salem’s repositioning in the 
marketplace, but sales people usually have 
a "gut feeling” about new campaigns and 



wm 


Cathy Hist'SO. sales manager for the 
Salem Business Unit, presented 
“Freslisitle" Retail Support, including 
a unique -lO-pack jukebox displav. 


are quick to offer their opinion. Special 
Accounts Manager Bob Dobrowolski, ofthe 
East Cleveland, Ohio, division, said “Great! 
it’s going to give us something to run with 
on Salem.” “I don’t have a crystal ball,” said 
Sharon Cordell, Columbus, Ohio, division 
manager, “but it looks good, it feels good. 
I think it will do very well in Columbus.” 


Saimaa 
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Hood Stuff from 
Buffalo Region 


T he Buffalo, N.Y., region is usually well 
represented in the "On Target” section 
of Sales Merchandiser. Regional Manager 
Roger Farmer keeps a steady flow of good 
material coming in. Here are some recent 
success stories from his region. 

National Manager, Forsyth Products, Jim 
Piscitelli and Cleveland CAM Lori 
MacWilliams teamed up to sell all Cleveland 
chain accounts on various Forsyth prod¬ 
ucts, including Monarch and three fran¬ 
chise private label brands. 

Buffalo’s Senior CAM Rovce McComas 


has United Marketing’s 350 stores in his 
hip pocket on savings brands, He recently 
sold out all competitive generic and sub¬ 
generic brands, and sold in a full line of 
Doral, Magna, and Sterling as the chain’s 
authorized savings brands, 

East Cleveland division —In the last two 
months, Territory Representative James 
Price placed ten lighted Systems El displays 
which have increased Sterling sales in his 
assignment Two stores report Sterling has 
surpassed Newport in sales. Area Sales Rep¬ 
resentative Charles Martin presented and 


sold our preferred presence with an en¬ 
hanced OPM, PCD, and floor stand pro¬ 
motional unitto Garfield Sonoco, and topped 
it off with an introductory order for Mon¬ 
arch. 

She's small, but thinks big. That’s what 
they say about Territory Representative 
Belinda Richardson who stands at only 
4'11", but has competition looking up to 
her. She replaced PM’s advertising and 
pricing in 130 vending machines, and is 
creating an RJR merchandising presence 
throughout her assignment. 

Erie Petroleum has a new RJR look, 
thanks to Area Sales Representative Greg 
Ugino who installed OPM's and savings 
brand CCD’s in all chain stores. The same 
applies to Giant Eagle in Erie, Pa. Here, 
Sales Representative Lisa Haener created 
a merchandising showcase of M-price 
and savings brands with two flex endcaps 
that included lighted signs, strike zones, 
and decor kits. 

Meanwhile, the Odom and Smith act 
is playing to rave reviews as retailers watch 
their RJR brands edge up in sales through 
merchandising expertise offered by the 
representatives. Area Sales Representative 
Ron Odom and Sales Representative Brian 
Smith have used a variety of displays, 
lighted signs, merchandisers, and PD1 in 
creative ways throughout their assign¬ 
ments to stimulate extra sales. If that 
weren’t enough, Area Sales Representa¬ 
tive John DeRose did an end-run around 
PM. Hegained an RJRoverhead merchan¬ 
diser with enhanced decor and preferred 
presence in John’s Mini-Mart, an impor¬ 
tant call in his assignment. 

Finally, when 10,000Harley bikers rolled 
into the small community of Conneaut Lake, 
Pa., Area Sales Representative Charles 
Dolnosich was ready for them. He made 
it an RJR rally with fall-price brand pro¬ 
motions and strategically-placed advertis¬ 
ing. That made the bikers, and his com¬ 
petition, stand up and take notice. 
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Hunteville Local Performance 
Pumps Dp Volume 


flparks were flying in the rocket city of 
U Huntsville, Ala, when Special Accounts 
Manager Phillip Settle and Training and 
Development Manager Jack Holstrom 
“pumped up" Vantage volume with aDirect 
Account Program. 

The pair combined to sell their direct 
accounts on placing Vantage lighter dis¬ 
plays in C and D calls, netting Vantage 
incremental sales of 96 cases over a six- 
week period. Each received a gift certificate 
for golf equipment under the Local Perfor¬ 
mance Award Program. 


The Huntsville division also ushered in 
the Fourth of July with a bang. The division 
was challenged to pre-book product for 
mass displays, and to place the displays for 
two weeks prior to the Fourth of July 
weekend. The division sold 722 cases, and 
placed 38 mass displays representing full- 
price and savings brands. Area Sales 
Representative Jim Belew led the pack 
by selling 14,286 cartons and placing 16 
displays. He also earned a Local Perfor¬ 
mance Award; a dinner for two, plus a 
paid baby-sitter, 
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llunslville, Ala., division representatives| 
placed .AS Inly i mass displays. This 
Doral display was placed by Retail 
Representative Robert Hancock at 
IliuLs in Cullman, Ala. 


Winston Video Promo Big Seller in Geoigia 
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Area Sales Representative James Melvin and "king Richard ' combine to boost 
I Winston sales in Valdosta, (fa. 


C ombine a winning brand like Winston 
with a video about the all-time NASCAR 
winner Richard Petty, and what do you 
have? “Abigsellingpromotion,” saysjames 
Melvin of die Panama City, Fla., division. 

Melvin sold two of the larger accounts 
in Valdosta, Ga., the Petty'video promotion. 

He pre-booked 3,000 cartons of Winston 
in Mr. Unleaded and 1,000 cartons in Candy 
World. The video offer was sold with a two- 
caiton purchase, and accounts sold out 
within a few weeks. 

Having made a big impact on full-price 
volume, Melvin turned his attention to sav-. 
ings brands. He sold Bud’s Warehouse in 
Valdosta two mass displays; one a 1,700 
carton endcap of Best Value, and also a ^ 
1 ,700 carton Doral aisle display. Both dis- S? 
plays will be maintained throughout the ^ 
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Houston 

Contest 

Winners 

Announced 

T he Houston, Texas, region recently con¬ 
ducted a Local Performance Contest 
focused on Winston Select and ICAP imple¬ 
mentation. 

Top winner in the North Houston division 
was Sales Representative Neil Keller who 
won a $500 gift certificate. Area Sales 
Representative Ric Stuhr took second place 
and a $300 certificate. Third place honors 
wenttoAreaSalesRepresentativeJoeClifford 
who received a $200 certificate. 

Mass Doral 
Display Gains 
Sales 10-Fold 

In average week's Doral sales of 30 
r1 cartons is pretty good for most stores, 
but Area Sales Representative Steve Wolf, 
of the South Seattle, Wash., division, wanted 
a better average. 

He got it at Fred Meyer Foods in 
Bremerton, Wash., by placing a 20-case 
Doral mass display which was a first for 
the store, During the first week of the 
display, Doral sales shot up to 300 cartons 
or 10 times normal weekly sales. Wolf 
used his creativity to build the display in 
a large inflatable boat, complete with a 
sail featuring Doral point-of-sale, 


Retail Presence Wins at 
Columbus Racing Event 

A total of 135,000 drag racing fans were the track site to take full advantage of this 

in Columbus, Ohio, for the 1992 Spring special event. They placed 9,980 drag race 

National Drag Racing four-day event. On T-shirt offers with a four-pack Winston 
the track, muscle cars took their attention, purchase, 840 Winston racing caps, and 

Off the track, it was RJR's promotional 680 Winston can coolers with a two-pack 
muscle that dominated the retail scene. purchase. In addition, they couponed 18,240 

Sales Representatives Ed Agner and packages of Doral, Sterling, and Magna. A 
Michael Holliday, of the Columbus, Ohio, totalofl06extracasesofRJRproductwere 
division, converged on93 retail calls around sold. 



Winston's "muscle" promotions impact retail sales at Columbus drag races. 













Local Performance Program 
Fils Retoilers to a “T” 


D aring the months of April and May, 
Division Manager Greg Brown, of the 
Newark, N.J., division, conducted a Local 
Performance Program contest which in¬ 
cluded a retailer T-shirt day. 

Sales representatives selected retail stores 
to participate, and had the employees agree 
to wear a Winston Select T-shirt for the 
entire day to promote the sale of Winston 
Select over Marlboro. 

Division management visited each store 
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selected on T-shirt day to judge the effec¬ 
tiveness of the program. In total, 806 Win¬ 
ston Select 40-pack displays were placed, 
in addition to 50 banners, 250profile decals, 
400 change mats, and 300 match dispens¬ 
ers with matches. 

Winning the top prize in the contest, a 
27" color television, was Area Sales Rep¬ 
resentative Henry Valderrama. The second 
prize, a weekend getaway for two, was won 
by Sales Representative Kari Ugarte. 


Race Car 
Promotion 
Features 
Winston, Salem 

Area Sales Representative Dot Rogers, of 
t\ the Columbia, S.C., division, looks 
for every opportunity to build full- 
price volume in her assignment. 

She took full advantage of an opportunity 
created when Travelers Petroleum arranged 
to show Davey Allison’s race car at its Self 
Way Texaco retail outlet in Wiimsboro, S.C. 
She gained exclusive RJR presence for the 
promotion, and pre-booked 200 cartons 
ofWinston King, Winston Light Kings, Salem 
Kings, and Salem Light Kings. The store 
reduced prices on promoted brands, and 
Rogersplaced 80 Winston three-pack cool¬ 
ers, 100 Winston five-pack T-shirts, 20 
Richard Petty tape offers, 100 Salem two- 
pack brass lighters, seven floor displays, 
plus 34 advertising pieces. 

The promotions were staged inside and 
outside the store from 9:00 a.m. until 7:30 
p.m. Rogers attended the displays through¬ 
out the day greeting smokers and working 
Consumer Mission offers. While the race 
car was the official attraction, Rogers made 
sure that Winston and Salem got equal 
billing. 
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Madison District Blitzes Wisconsin Dells 



Madison district R'pivsuiilatiu-s go out the lilit/" results, l eft to rii^ltl are: 
Mercliaiidisiu” Specialist Doug Maltie. Area Salt's KepreseiUatite Handy (astegnaro, 
Stiles Representative ltd Kotlibauer, Area Sales Representative C.linek Knoll, Area 
Sales KeprcseiUaliu* Date Oiisager, Keiaii Represenltilite Wendy Quinn. Sales 
Representative Kay W ehrmaii, and Relail Representative Heidi Hardy mail. 


locals may call the Wisconsin Dells—an 
L attraction drawing three million visitors 
a year—a gigantic tourist trap. But the 
Madison, Wis., district sees it as a gigantic 
local opportunity. 

The Madison team got together July 1- 
2 to blitz the area, concentrating on full- 
price brands. Over 100 cartons of Camel, 
Winston, and Salem were sold. In addition, 
they placed our 27 temporary displays and 
200assorted pieces ofpoint-of-sale to draw 
smokers to our brands. These results, ac¬ 
cording toDistrict Manager Jay Girard, “will 
benefit RJR for many years to come.” 



Me Show Volume 
for Baltimore 
Division 



Annapolis SAM Prefers Perfect Presence 


“Go where the business is” sums up the 
philosophy of Assistant Division Manager 
Jim Perry, of the Baltimore, Md., division. 
Perry went to a Spring Cash & Carry trade 
show sponsored by our direct account, 
Triple C Wholesale, 

Perry arranged to have 40 cases of 
Winston BIG IF product available for the 
show, and sold it to participating retailers. 
He also leveraged our Forsyth Feature Pro¬ 
gram, which the division had aggressively 
established at retail to support our Best 
Value Trade Show Program. An additional 
1,717 cartons of Best Value were sold in 
one day. 

Assisting Perry at the trade show were 
Baltimore Division Area Sales Representa¬ 
tives Carl Beaver, Matt Italiano, and Colin 
Moody. 


W hen it comes to brand presence at 
retail, this Annapolis, Md., division SAM 
is picture perfect 

Special Accounts Manager Terri 
Whitehead and Area Sales Representative 
Mark Morris sold four Paceway Conve¬ 
nience Stores on replacing competitive 
overheads, PCD’s, and FVD’s with RJR's 
Preferred Presence ABC Plan. RJR went 
from zero presence to total presence with 


perfectly executed ICAP. 

Whitehead went on to replace competi¬ 
tive overheads andPCD’safter Philip Morris 
made their “all or nothing" retail masters 
presentation to five Soda Shop stores and 
five Express Mart stores. She successfully 
sold RJR's Category Management, and all 
stores were set using ICAP fixtures and 
signage. 
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Representative Makes Big Splash at Lake Resort 


In estimated 240,000 people Cock to 
A Kentucky's Lake Cumberland during 
the four-day July 4 weekend. That’s a lot 
of people splashing around, but the biggest 
splash came when Lexington Area Sales 
Representative Doug Nelson blitzed the 
area with RJR promotions and advertising. 

Nelson selected 50keylakeaccountsand 
began prebookingproductin May to arrive 
in June. With the assistance of five promo¬ 
tional specialists, Nelson placed 150 ban¬ 
ners, an assorted 500 pieces of high-impact 
advertising, and a total of 366 displays. The 
promotion included 200 SKU’s of Winston 
beach towels, T-shirts, fridges, and Camel 
flip-flops. 

The event produced incremental volume 
of 20,400 cartons of RJR product of which 
90 percent was sold in seven days. Retailers 
estimated that 75 percent of all cigarettes 
sold during the July 4 weekend were RJR 
brands. 


Team RJR 
Builds Business 
in Syracuse 

T he Syracuse division pulls together as 
a team to build RJR's share of the 
business. Everyone gels involved. 

TndningandDevelopmentManagerKeith 
Myers put together a two-day blitz of the 
Thousand Island Resort area in upstate New 
York. The blitz netted 182 displays, 3,640 
premiums placed, and 108 cases of pre¬ 
miums pre-booked for shipment under the 
Value-Added Program by direct accounts. 
They maintained the special Camel Beach 
Chain Resort display throughout the 
summer. Representatives also placed 182 


pieces of advertising in the area. 

Elsewhere in the division, Area Sales 
Representative Steve Sheft boosted Doral 
sales by developmghis“DoralPerfectDeal” 
promotion at the St. Regis Indian Reser¬ 
vation. The deal was three cartons of 
Doral, with coupon, plus a bonus coupon 
to sweeten the pot. Sheft’s effort paid off 
with a special order of 325 cases of Doral, 
pre-booked and shipped for this program. 

In merchandising, Area Sales Represen¬ 
tative Pete Beard took a good shot at com¬ 
petition by knockingouteightPM overheads 
in the high-traffic inner city area. At the same 
time, RetadRepresentahvelisaMonterastelli 
was busy converting Marlboro smokers to 
Camel Wides in high-volume outlets by 
offering a free pack to gain trial. Her suc- 
cessfulconversionsarehelpmggrowCamel 
Wides’ business in the division. 


A “Mililaiy” Coup 

M ilitary Sales Manager Rex Cox, of San 
Antonio, Texas, showed his “military” 
strength at the Fort Hood Main Exchange. 
He replaced standard metal package mer¬ 
chandisers on the checkout backbar with 
two universal spring-load merchandisers 
and an exclusive RJR promotional topper. 

A contract was signed at store level on 
Plan 3S. This reduced inventory by almost 
3,000 packs. Since promotions have been 
reduced to RJR products exclusively, loose 
packs are no longer a problem. 

Fort Sam Houston Main Exchange has 
also accepted two spring-load UPMS's to 
be placed on gondola endcaps in front of 
the store. Cox is enjoying his victories. 
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A “One Woman Van” 


Vou've all heard of a “one man band,” 
I but have you ever heard of a “one woman 
van?" Well, this describes Area Sales Rep¬ 
resentative Jodi Pickett of the Akron, Ohio, 
division. 

The Graham and Hudson Shell station 
in Stow, Ohio, was host to a special pro¬ 
motion of Shell Oil’s presidential collector 
coin offer. Owner Don Watson provided a 
full day of activities including a disc jockey, 
food, and pony rides. He also requested 
Pickett's and RJR's help in making the 
promotion a success. 

Thai's all she needed. Pickett got to work 
using banners, premiums, and Consumer 
Mission coupons. She ever used her van 
as a billboard to highlight Winston and 


SalembrandBIGIFoffers. Customerswere 
invited to return for free premiums after 
purchasing RJR products. They were also 
asked to sign a petition concerning taxation 
on cigarettes. Over 200 signatures were 
gathered, enthusiastically. 

Both Graham and Hudson Shell, and RJR 
brands had a fantastic day. RJR brands were 
introduced to hundreds of trial smokers. 
During a four-hour period, the results were 
astonishing. Approximately 120 cartons 
were sold pack-by-pack The station aver¬ 
aged 250 customers per hour while Pickett 
had the van setup. 

Responding to Pickett’s efforts, Watson 
said, “I can’t believe what that van andyour 
offers did for our business.” 


Peoria, Indy 
Representatives Get 
Local Performance Awards 

T he Peoria, 111,, and Indianapolis, Ind., 
divisions recently awarded gift certifi¬ 
cates to sales representatives through the 
Local Performance Program. 

In the Peoria division, Area Sales Rep¬ 
resentative Mike Gripp earned a $500 gift 
certificate for reaching a personal obj ective 
of selling and displaying 10,000 cartons of 
Doral in his assignment. He exceeded his 
objective by selling 14,000 cartons and 
placing 17 mass displays. A total of 234 
cases of Doral were sold to a direct account 
who distributed the product to the stores. 

Also in Peoria, a $300 gift certificate was 
presented to Area Sales Representative Tim 
Helman for developing a mass Sterling pro¬ 
motion at Hy-Vee Foods in Canton, Ill. 
Helman sold the account an initial order 
of 5,000 cartons of Sterling, and set up an 
in-store display using $3.00 VPR’s. Since 
the endcap display was placed, the store 
has averaged over 900 carton sales per 
week 

In the Indianapolis division, Area Sales 
RepresentativeMannyTolentinosoldvalue- 
added shipments of promotions to Johnson 
Oil (70 stores). Each store was shipped the 
Winston Select B2G1F promotion which 
totaled 420 cartons. The chain has agreed 
to maintain the promotional displays for 
Winston Select. Tolentino earned a $200 
gjft certificate. 

Indianapolis Training and Development 
Manager Rich Traylor got a $200 gift 
certificate for developingaprogram to meet 
Wetterau’s criteria for shipment of pre¬ 
packed promotions. His program was 
designed to save premium assembly time 
at retail. The program was initiated with a 
shipment of 441 cartons of Winston pro¬ 
motional product. 
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Division 
Obsessed With 
Competitive 
Smokers 

T he entire Ft. Lauderdale, Fla,, division 
is obsessed with converting all competi¬ 
tive smokers they encounter to RJR brands 
through Consumer Mission. 

During the month of May, 4,718 smokers 
were contacted, and 70 percent were 
switched to RJK brands. The 11-member 
division team achieved a 510 percent in¬ 
crease in contacting competitive smokers 
over the same time period last year. 

Area Sales Representatives Don Jetton 
and Gary Lott contributed their talent to the 
team effort by developing the in-store sup¬ 
port for making Consumer Mission offers. 


Walgreen’s Night at die Races 


T he South Phoenix, Ariz., division took 
the checkered flag way ahead of com¬ 
petition at a recent Walgreen's Night at the 
Races in Tucson. 

Senior Chain Accounts Manager Jim 
Lawson obtained chain authorization to 
place supplemental Winston race hat pro¬ 
motion displays in all 22 Walgreen outlets 
in the Tucson area. Additional product was 
pre-booked by division representatives to 
maintain the displays for a four-week pe¬ 
riod. The promotion sold an additional 38 
cases of Winston product 
At the track, Division Manager Ed 
Lenehan and Area Sales Representative 
Brett Williams made arrangements for a 
Winston booth, offering smokers a free 
Winston T-shirt with afour-packpurchase. 
RJR brands were the only ones sold at 
the race. 




Supplemental free racing hat displa 
at Walgreens pul Winston in the 
winner's circle. 


Store Sales 
Sparkle in 
California 
Divisions 

T he South Los Angeles and San Gabriel, 
Calif., divisions combined to sell 6,000 
cartons of RJR brands during second 
quarter store sales. Over 4,000 cartons 
were sold for cash.. 

In addition, the South Los Angeles di¬ 
vision gathered a total of 2,071 consumer 
information cards, and San Gabriel av¬ 
eraged 150 cards per store sale. 
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Distribution Continues 
After Hawaii Hurricane 


I mmediately after Hurricane Iniki hit the 
. Island of Kauai in Hawaii, Area Sales 
Representative Ramon Garza was on the 
road contacting and offering assistance to 
any accounts that were still in operation. 

The wholesaler doing 90 percent of the 
shipments on the island received major 
structural damage, and had no salable 
product on the premises. Garza contacted 
the buyers of thelargest supermarket chain 
on the island, and a branch of a major 
convenience chain to sell them ona month’s 
supply of RJR cigarettes. With the con- 


T he Raleigh, N.C., division showed off 
RJR's retail selling power at a recent 
trade show sponsored by M. R. Williams, 
a direct account in the division. 

Division Manager Bill Noah and Training 
and Development Manager Margaret Smith 


certed teamwork of Division Manager 
Augie Pontes, AI Sink of the Traffic 
Department, along with the approval of 
Region Manager Dick Rhodes, RJR was 
able to air-ship 106 cases of product to 
the island. 

With the assistance of Sales Merchandis¬ 
ing Specialist Ruth Garza, multi-case dis¬ 
plays were placed in selected outlets. While 
competitors were trying to find ways to ship 
produetto Kauai, islandsupermarkets were 
well stocked with RJR products. 


used the occasion to sell Best Value to 
retailers in the Henderson, N.C., area. They 
sold over 1,000 cartons, proving that trade 
shows offer an excellent opportunity to 
build business. 



(’anicI displav promotion proved to 
lie a perfect tie-in with the Wichita 
Kivcriesl 


tael Makes 
Big Splash at 
Wichita Riverfest 

W ichitaSales Representatives CindyTison 
and Larry Jeffries gave competition the 
ultimatum “Sink or Swim” during the 1992 
Wichita Riverfest local event 

They teamed up with “Old Joe” himself 
to set up displays offering smokers Camel 
flip flops, T-shirts, hats, and fridges. A total 
of 150 SKU’s of premiums were placed, 
which sold an additional 760 cartons of 
Camel. The Riverfest event lasted ten days 
attracting 300,000 visitors. 
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Great 
Proposal 
Nets Same- 
Day Action 

v 


I t's unusual to get an immediate commit¬ 
ment from a customer after a major 
merchandising proposal. But, if the pro¬ 
posal is "buttoned up" and meets the 
customer's needs, you get same-day action. 

Thai's exactly what happened when Re¬ 
tail Representative Wendy Quinn and Madi¬ 
son, Wis., District Manager Jay Girard de¬ 
veloped their proposal to convert four 
Skogen’s IGA stores from competitive to 
RJR merchandising. 

The IGA stores were using Philip Morris 
merchandising systems in four stores and 
RJRsystemsinone.IGAwasrecefring$5,184 


(M “On a Roll” 

flnice Cook, chain accounts manager, 
D Syracuse, N.Y., is determined to get all 
the business he can for RJR, wherever he 


Recently Cook, with the help of Chris 
Pend)’, of the North Central sales area staff, 
gained exclusive RJR display, merchandis¬ 
ing, and promotion exposure at 10 upstate 
New York race tracks. That's not all—he 
also gained exclusive RJR product sales at 
the tracks, which is estimated to generate 
an additional 200 cases per year. With the 
cooperation of track owners, ticket offers 
which allow' for a “Buy One, Get One Free’’ 
admission to a race track have been de¬ 
veloped, and are being used to promote 
Winston pack sales at nine chains, repre¬ 
senting over 700 retail outlets. 

Cookwas alsosuccessftilmselngKinney 
Drugs our Dimension^ displays for the 
remainder of the year. Through the use of 
profitability charts, he convinced the store 
manager that the display of promoted 
product would generate the profits needed 
to justify display placements. All Kinney 
locations now have a variety- of RJR brand 
promotions continuously on display. 


in monthly payments from all tobacco 
companies for all five stores. Quinn and 
Girard w r ere able to secure superior RJR 
merchandising in the four non-RJR stores, 
and increase IGA’s payments to $5,839 per 
month from all companies. They built their 
proposal on the strength of $1,852 in RJR 
bonus money and by addressing the need 
for product security in the stores. Their 
proposalincludedsolidglass security doors 
on carton merchandisers. 

Quinn made the presentation to Skogen’s 
IGA which Girard praised as “so effective 
she was able to close the deal the same dav.’’ 
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Albertson’s Accepts Best Value Displays 


T he Salt Like City sales team did an 
outstanding job with Best Value at 
Albertson's. 

First, Salt Lake City Senior Chain Ac¬ 
counts Manager Tom Mayes sold his 
Albertson’s Idaho division on ordering 
and displaying 10 cases of Best Value to 
each of 37 stores. Next, division repre¬ 


sentatives, working in the state of Idaho, 
placed self-service endcap displays in 
the stores, featuring a price of $7.99 per 
carton. The representativesconvincedstore 
management to order an additional 10 
cases of Best Value. The result was total 
sales of 740 cases sold in just two weeks. 
Most Albertson's stores sell cigarettes 


non-self-service, making the Best Value 
display and special price particularly at¬ 
tractive to shoppers. 

Idaho Representatives Bruce Baird, 
Wayne Schultz, Aubrey Self, Shawn Koch, 
Terie Loftus, and Jon Areitio are credited 
with the display work at Albertson’s. $3 
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“Unique” Local 
Promotion Draws 
Attention, Sales 

M ost retail promotions offer a quality 
premium for a two- or three-pack 
purchase, or a higher value premium with 
a carton purchase. That's not the case in 
Northern Arizona at two Indian store lo¬ 
cations, where an authentic Indian 
Kachina figure is being offered for a three- 
carton purchase of Winston. 

The figure’s retail value is $48. For a 
30-carton purchase of Winston, a larger 
Kachina figure, valued at $150, is being 
offered. Since the stores are located within 
the site of Indian ruins, the area is a tourist 
attraction where visitors are inclined to 
purchase authentic Indian souvenirs. 

Sales Representative Max Coleman, of the 
Phoenix, Ariz., division, developed thepro- 
motlon which sold 253 units in five weeks, 
resulting in an additional 13 cases of 
Winston sales. This was accomplished at 
the same time Philip Morris was running 
a "Buy Three, Get One Carton Free” pro¬ 
motion on Marlboro. 
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COMMEVT 

RJR (Winston-Salem) should begin to 
create opportunity budgets for sales rep¬ 
resentatives to work special promotions 
in individual accounts to gain incre¬ 
mental volume. If this program were in 
effect today, I personally would be able 
to tailor special promotions (i.e., Camel 
$1,50 off 3 packs) for numerous retail 
locations diat would be extremely coop¬ 
erative in working these programs. 

REPLY 

All workplan budgets are monitored by 
your sales area, region, and division man¬ 
agement. Monies may be held out as op¬ 
portunistic if desired. You should commu¬ 
nicate opportunities to your division man¬ 
agement, and decide as a team where your 
best opportunities lie, 

COM 

Just a note to "Joe,” All of your fans 
are requesting Joe Camel socks, white 
socks, or footies with your logo on the 
outside fold of the footie or sock. 

REPLY 

We thought that this would be a good 
item, too. However, when we showed Camel 
socks to our test group of competitive 
smokers, the}' showed little interest in 
them. 

COMMENT 

We should have universal coupons for 
Dorai, Magna, and Sterling now that the 
price is the same. This would cut down on 
the number of coupons carried by repre¬ 
sentatives and part-time personnel. 

REPLY 

Beginning in 1993, we will phase in 
multi-brand Dora), Magna, and Sterling 
coupons as quantities of old coupons are 
depleted. 


COMMENT 

Our actions to address the sales repre¬ 
sentatives’ concerns relating to the em¬ 
ployee survey are a positive step in making 
RJRT an even better place to work, but what 
about field management concerns? Aren't 
they going to be addressed? I am sure I 
cannot be the only one who would like to 
know what my peers think, and who would 
want to develop an action plan to address 
these issues. 

REPLY 

The comments and concerns of all em¬ 
ployees relative to the employee survey 
are critical to the success and growth of 
our organization. That is the primary 
objective of an employee survey. We need 
to know what are the issues, both positive 
and negative. The next step is to identify 
within our operating units what are the 
critical issues. What is essential is that 
w r e take these issues and develop action 
plans to make the necessary improve¬ 
ments or changes as needed, including 
management. A similar approach should 
be taken for management, as is being 
done for the sales representatives. 



We are running out of Camel premiums, 
and our displays are sitting empty for a good 
majority of the month. I am concerned that 
we will lose the retail emphasis we have 
worked so hard to achieve. 

REPLY 

With the advent of Camel Cash, we have 
had to re-allocate a portion of the retail 
promotional dollars to the Camel Cash 
Program. However, we are still working 
toward finding cost-efficient promotions 
for the field to select from the quarterly 
workplan menu that make the Camel 
budget go further at retail, 


COMMENT 

While working Consumer Mission, 1 am 
constandy beingtold our products, particu¬ 
larly Winston Select, are harsh. 

REPLY 

Taste is everything in a cigarette. It’s 
why smokers smoke. Current Winston 
smokers are perfeedy happy with Win¬ 
ston. It delivers a stronger, richer flavor 
than Winston Select. Select was developed 
to appeal to competitive smokers who 
prefer a smoother, lighter taste, and this 
group of smokers has been growing over 
the last 10 years. Marlboro smokers, for 
example, will like the taste of Winston 
Select. Select Is different, and howasmoker 
perceives this difference depends entirely 
on their taste preference. What we have 
to do is get Winston Select into the hands 
of competitive smokers who want the taste 
that Select delivers. 

COMMENT 

It is embarrassing when our direct ac¬ 
counts and even retail accounts know about 
our price increases before we do. 

REPLY 

W r e notify' all field sales offices of a price 
increase by electronic mail at precisely' the 
same time we notify’Western Union to send 
a Mailgram to direct customers. The divi¬ 
sions are asked to communicate the price 
increase to sales representatives withaHand- 
held message. If all goes according to plan, 
you should know of a price increase at 
approximately the same time as our cus¬ 
tomers. 
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I would like to express my concern over 
the credibility we lost as a company by 
increasing the price of Dora], Magna, and 
Sterling after we told wholesalers and 
retailers alike that we wouldn't. 

REPLY 

When we decided to hold our prices on 
Doral, Magna, and Sterling, we did so with 
die hope that this action would be carried 
down to retail. We even sent a letter to 
retailers asking them to cooperate with us 
and pass the savings onto consumers. 
While the great majority of wholesalers did 
cooperate, most retailers did not. Since 
smokers of our savings brands were not 
benefiting from our price advantage, we 
had no choice but to raise our prices to 
parity' with competition. 

COMMENT 

I think w r e could gain more business 
for Camel in vending machines if we 
provided vendors with Camel Cash 
II catalogs and POS to support this suc¬ 
cessful program. 

REPLY 

You're right on target. In fact, you should 
have already received information about 
our Camel Cash Vendor Program for 1993- 
This program will include the first national 
consumer vending promotion, and bonus 
two notes on Camel Filter and Light Styles. 
Please review the program materials and 
location qualification requirements; then 
let’s “Cash in on the opportunities in these 
machines.” 


comment 

We receive numerous phone calls in the 
division office from consumers requesting 
information on the Winston and Camel 
continuity offers. If we could receive a lim¬ 
ited number from Winston Salem that could 
be retained in our division offices to mail 
to consumers calling in requests, it would 
benefit both RJR and our customers. 

REPLY 

Regardless of the issue, all calls re¬ 
ceived in the division office from consum¬ 
ers should be referred to the Consumer 
Relations toll-freenumber 1-800-252-3500. 

COMMENT 

The Local Performance Award Program 
provides additional motivation, as well as 
an additional incentive to improve work 
performance. The dollars available would 
go further if we had a list of locations where 
tlie company may obtain either prices, due 
to its national exposure (i.e. hotels, air 
fares, restaurants, etc.). 

REPLY 

Your concerns have been voiced by 
many and we are exploring resources 
which would allow us to utilize our 
corporate exposure for the Local Perfor¬ 
mance Award Program. The problem we 
are experiencing is that many organiza¬ 
tions have attractive packages available, 
but have a minimum required purchase 
in order to receive favorable savings. We 
want to be able to offer a program that 
is an alternative for the field, not man¬ 
datory. We will continue to pursue our 
options with the intent to provide a vehicle 
that the field may utilize for our Local 
Performance Award Program. 


COMMENT 

To aid in the training of part-time pro¬ 
motional employees, RJR field sales should 
developamodifiedtrajningprognun. Topics 
covered could include merchandiser iden¬ 
tification, brand knowledge for consumer 
missions, proper rotation techniques, the 
history of RJR Tobacco, and suggested 
orders or order book selling techniques. 

REPLY 

The areas for training part-time promo¬ 
tional specialists should be based upon 
their accountabilities. These accountabili¬ 
ties may vary in each division. Due to this, 
local management will have the capability 
to utilize the new representative training 
Program, SMART, to structure the part-time 
promotional training based upon their 
identified accountabilities, As information, 
the SMART Program will be distributed to 
the field around the first of the year. 

COMMENT 

Based on meetings with division manage¬ 
ment and review of promotional budgets 
for the remainder of 1992 and first quarter 
1993 , it is my opinion that our promotional 
units will not be able to stay full, putting 
us at a competitive disadvantage at retail. 

REPLY 

Unfortunately, our resources are limited 
and promotional budgets are developed to 
maximize brand objectives, utilizing mon¬ 
ies available. Your challenge, through 
Account Specific Marketing, is to develop 
a quarterly workplan, utilizing monies 
available, which maximizes the potential of 
each call. We realize that sometimes hard 
decisions must be made as to store-by-store 
quantities and promotion mix, but we feel 
that you are best equipped to make those 
decisions. 
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nated bottled water, non-perishable food, 
batteries, and personal care products, and 
manned the delivery points during a three- 
day collection period. Contributions were 
loaded on a truck at the company's Central 
Distribution Center and sent to Florida. 

Arrangements were made to have the 
employee donations received by the Sun¬ 
shine Foundation at Cutler Ridge Elemen¬ 
tary School, located in one of the hardest 
hit areas of South Dade County. Approxi¬ 
mately 30 field sales employees from the 
Miami and Fort Lauderdale divisions were 
on hand to unload the truck where the 
materials could be distributed directly to 
Hurricane Andrew victims. Coordinating 
the effort in Miami were; Mario Quintero, 
Miami division manager; Eddie Parker, Fort 
Lauderdale division manager; DavidDeese, 
chain accounts manager; and Bert Gomez, 
field marketing manager of South Florida. 

Noting the generosity of Reynolds To¬ 



TeamRJR 
Responds to 
Hurricane Victims 

W ithin dayv, a truck loaded with more 
than 40,000 pounds of needed food 
and supplies was bound for southern Honda 
to aid Hurricane Andrew victims. 

Employees also contributed cash and 
checks, totaling over $20,000, for disaster 
relief efforts of the American Red Cross 
and the Salvation Army, Reynolds Tobacco 
matched individual employee giving, 
bringing the total to more than $40,000. 
Charlotte Perry, an employee in the 
Patient Services Department of Winston- 
Salem Dental Care, triggered the com¬ 
pany-wide response. 

Collection points were established 
throughout the company. Employees do¬ 


bacco employees, Florida State Senator 
Carlos Valdes presented a certificate of 
appreciation to Gomez, who accepted on 
behalf of RJR employees. Senator Valdes 
Is also head of the Hispanic Caucus of the 
Florida legislature. 

“Residents of Miami andHomesteadwere 
amazed by what our company did for the 
victims of the hurricane,” Quintero says. 
“The efforts of our employees made a last¬ 
ing impression—reaching out to these 
people who really needed our help was the 
best thing we could have done. Even the 
National Guard was impressed when we 
donated Camel cigarettes for the troops 
here.” 

In addition to the tobacco company’s 
response, RJR Nabisco, Inc,, made a 
$50,000 donation to disaster relief. The 
Nabisco Foods Group and Planters 
LifeSavers sent truckloads of grocery prod¬ 
ucts to Florida. 

Several field sales employees in the 
Miami division office were hit especially 
hard by the hurricane. Charlie Mendoza, 
special accounts manager, had just relo¬ 
cated with his wife and two young children 
from Houston, Texas, to Miami. His house 
was destroyed. Will Nordstrom, a sales rep¬ 
resentative covering the Homestead area, 
also lost his home. Pam Satozky, afield sales 
secretary', lost her apartment when it was 
condemned due to storm damage. Mayra 
Esquivel, a part-time sales representative, 
also had major damage to her home. 

Dave Turner, regional sales manager 
for South Florida, started a campaign to 
help these RJR employees who were left 
homeless by the hurricane. Through his 
efforts, cash donations from all over the 
field sales region w'ere collected, and used 
to help the RJR employees relocate and 
buy essentials. Gomez, Quintero, Parker, 
and others helped move these employees 
and their families to temporary housing 
after the hurricane. 
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Fay Drags 
Honors RJR 

E ach year, Fay Drugs, a 251-store chain 
headquartered in Syracuse, N.Y., pre¬ 
sents its Chairman’s Award to two compa¬ 
nies who it feels provides superior service 
to its organization. 

This year the awards were presented to 
both R. J. Reynolds Tobacco Company and 
RJR Nabisco. ® 



Nine Common 
Driving Errors 

Iccording to the National Safety Council, 
rl nine common drivingerrors cause most 
accidents. 

1) Not checking traffic before pulling out 

2) Passing without checking for traffic in 
the passing lane 


3) Pulling from curb without checking 
for oncoming cars 

4) Driving at excessive speeds 

5) Inattentiveness 

6) Distraction inside the vehicle, such as 
loud music or eating while driving 

7) Inadequate defensive driving 
techniques 

8) Making incorrect assumptions 
about other drivers 

9) Tailgating 


A Salute 
to Volunteers 

Irea Sales Representative Greg Shahun, of 
H the North Houston, Texas, division, had 
an opportunity to put his rescue skills to 
work He is a volunteer with the local am¬ 
bulance and rescue districtin Conroe, Texas. 

Shahun was at the Spin N Market early 
one morning in May when he heard the 
store clerk telling someone that 911 had 
been called, and that an ambulance was 
on the way. Having been trained for emer¬ 
gency rescue situations, Shahun asked 
if he could help. He learned that a 6 1 -year- 
old man had passed out behind his steering 
wheel on Loop 336 from an apparent heart 
attack. Shahun assisted the rescue team in 
their efforts to resuscitate him. £ 

We never know when we will be called ® 
on to help someone, or when we ourselves 
will be in need of help. Greg Shahun had 
nowamingthatearlymominginMaywhen *-* 
he entered the store. He recommends that 
everyone take the time to learn CPR. 
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Age Restriction Compliance, 
RJR Will liuin Retailers 


T he company has developed a compre¬ 
hensive retail program to encourage 
compliance with minimum-age laws for the 
sale of cigarettes. Trade associations and 
retailers representing more than 10,000 
stores have already agreed to participate 
in the nationwide program. 

Called “Support The Law—it Works," 
the program provides training and instruc- 
tiornd material for store clerks to help them 
comply with minimum-age laws on age- 
restricted products. The program, devel¬ 
oped jointly by RJR and retailers nation¬ 
wide, also includes in-store signs alerting 
customers that age identification is required 
to purchase age-restricted products, in¬ 
cluding cigarettes. 

RJRwill make the training program avail¬ 
able free-of-charge to several hundred 
thousand retail stores, and will produce the 
package in both English and Spanish. 

“We all agree that kids shouldn’t smoke,” 
said James Johnston, R, J. Reynolds chair¬ 
man and chief executive officer. “Forty- 
eight states already have laws that prohibit 
the sale of cigarettes to minors. Studies 
show that when these minimum-age laws 
are followed, access to cigarettes is reduced 
by 50 percent or more. This means a sig¬ 
nificant reduction in underage smoking,” 
he said. 

Currently, about 18.5 percent of high 
school seniors smoke daily, down from 
28.8 percent in 1977. Johnston said reduc¬ 
ing teens' access to cigarettes should help 
accelerate this decline. 
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A number of trade associations, major 
retail chains, and independent stores have 
endorsed the program, and will be receiv¬ 
ing the material to be used as part of their 
training programs. 

“One of the biggest problems conve¬ 
nience store employees have is saying ‘no’ 
to a customer; it’s a difficult process,” said 
Robert Beaman, executive vice president 
of Zip Mart stores. “This tape and 
literature teaches our people how to say 
'no' effectively without offending the cus¬ 
tomer. We're going to use the program in 
all our stores,” he said, 

According to Robert Stein, Jr., executive 
vice president, store operations, for Dairy 
Mart, “the ‘Support The Law 1 program is 
an excellent tool to help communicate to 
store employees, the community in general, 
and parents and children in particular, 
about how serious we are about restricting 
the sale of cigarettes to people underage. 
We are rolling out the program to all of 
our 1,000 stores," he said. 

“Keeping cigarettes out of the hands of 
minors is one of our priorities," said 
Catherine Flaherty, executive director of 
New EnglandConvenience Association, rep¬ 
resenting 2,000 stores in six states. "I’m 
confident that our members will aggres¬ 
sively support tliis program. It will help 
them in their ongoing efforts to train em¬ 
ployees and educate their customers, both 
parents and kids,” she said. 

“What makes this program different,” 
said Johnston, “is the approach and ex¬ 


ecution. It was designed with the direct 
input of retailers, and provides the ap¬ 
propriate tools and materials for retailers 
to effectively comply with the law. For 
stores that already have training and 
development programs, ‘SupportTheLaw’ 
complements their efforts. 

“As retail outlets place additional train¬ 
ing emphasis on state minimum-age laws, 
some improvement in the decline of youth 
smoking should be seen over a period 
of time. Increased awareness of such laws 
by retail employees and customers is an 
appropriate step in this process,” he said. 

The focal point of the program is a 
training package being sent to store 
managers. It contains a seven-minute 
instructional videotape that guides store 
employees in proven ways to support age- 
restriction laws. Also included are training 
booklets, laminated remindercards carrying 
easy “do’s and don’ts” for selling age- 
restrictedproducts, point-of-purchasesigns, 
state law reminder tear pads, and other 
training and reminder materials. 

"Support The law—It Works" is one 
part of RJR’s overall youth non-smoking 
effort. Other programs under the “Right 
Decisions, Right Now” campaign include 
in-school instructional programs, outdoor 
advertising, and informational “coaching” 
materials for parents. These efforts are de¬ 
signed to complement existing programs 
by the tobacco industry and other organi¬ 
zations. ® 
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Mike Shaw has 
been named senior 
marketing manager, 
branded savings. 

Shaw joined the 
company in 1973 as a 
sales representative in 
the South Atlanta, Ga,, 
division. In 1974, he became areamanager, 
vending, in the Atlanta chain division, and, 
in 1975, was promoted to assistant division 
manager in the New Orleans, La., division. 
In 1978, Shaw was promoted to vending 
sales manager of the Mid-Continent sales 
area, and, in 1979, he became division 
manager of the Dallas, Texas, division. 

In 1980, Shaw became division manager 
of the Dallas specialty products division. In 
December of 1981, he was promoted to 
sales training and development manager in 
the Mid-Continent sales area, where he also 
served as budget and planning manager. 

Shaw'joincd tliellome Office staffin 1983 
as national vending sales manager. He was 
promoted to national merchandising man¬ 
ager in 1984, and he held several other key 
positions including national sales manager, 
Forsyth Tobacco Products, and director of 
sales, Saving Business Unit, 

Ken Hedrick has 
been promoted to 
group manager, retail 
presence, in the Home 
Office Merchandising 
Department. 

Hedrick joined the 
company in 1966 as 
a sales representative in the Columbia, 
S.C., division. He was promoted to as¬ 
sistant division manager in the Atlanta, 
Ga., division in 1967. In 1969, Hedrick 
joined the Marketing Department as mar¬ 
keting assistant for smoking and chewing 
brands, and became assistant product 
manager for Doral and Vantage in 1970. 


Hedrick was named brand sales promo¬ 
tion manager for Winston in 1971. In 

1974, he moved to merchandising ser¬ 
vices, managing the development of in¬ 
store advertising. He was promoted to 
national manager, trade advertising, in 

1975, and later became marketing man¬ 
ager, Bemuida/Bahamas, 

From 1979 to his recent promotion, 
Hedrick has held various key positions in 
the company’s Promotion and Sales Plan¬ 
ning and Development Departments, 

David Cook has 
been promoted to na¬ 
tional merchandising 
manager, enhanced 
services, in the Home 
Office Sales Depart¬ 
ment. 

Cook joined the 
company in 1979 as a sales representative 
in the Winston-Salem, N.C., division. He was 
promoted to assistant division manager in 
the Baltimore, Md., division in 1982, and 
to division manager in the Reading, Pa., 
division in 1986. Cook was appointed sales 
training and development manager in the 
Sales Personnel Department in the Home 
Officein 1989- He waspromotedto manager, 
refurbishing, in the Sales Merchandising 
Department in 1991. 

Don Williams has 

been promoted to 
manager, sales/mar¬ 
keting training, in the 
Home Office Sales/ 
Marketing Personnel 
Department 
Williams joined the 
company in 1975 as a sales representative 
in the Macon, Ga., division. He was pro¬ 
moted to assistant division manager in the 
South Atlanta, Ga., division in 1981, and 
to division manager in 1985. Williams was 
promoted to sales training and develop¬ 






ment and vendingAnilitary manager in the 
North Atlantic sales area in 1989, and later 
that year was promoted to division manager 
in the South Atlanta division. 

Linda Haynes has 
been promoted to sales 
merchandising man¬ 
ager in the Sales Mer¬ 
chandising Depart¬ 
ment. 

Haynes joined the 
company in 1980 as a 
sales representative in the Memphis, Tenn., 
division. She was promoted to military and 
institutional sales manager in the San An¬ 
tonio, Texas, division in 1983. In 1984, 
Haynes was promoted to assistant division 
manager in the East Houston, Texas, divi¬ 
sion, where she also served as division 
special accounts manager. She was pro¬ 
moted to assistant trade relations program 
manager in the Home Office in 1987, and 
was appointed to assistant merchandising 
manager in the Sales Merchandising De¬ 
partment in 1991. 

Dennis High¬ 
tower has been pro¬ 
moted todivision man¬ 
ager of the Birming¬ 
ham, Ala., division. 

Hightower joined 
the company in 1984 
as a sales representa¬ 
tive in the Charleston, S.C., division. In 
1988, Hightower was promoted to division 
training and development manager in the 
Macon, Ga., division. 

Kevin Driscoll 
has been promoted to 
division manager in the 
South Atlanta, Ga., di¬ 
vision. 

Driscoll joined the 
company in 1984 as a 
sales representative in 
the Orlando, Fla., division. He was pro¬ 
moted to division training and development 
manager in the FL Lauderdale, Fla., 
division in 1989, and was appointed to 
assistant division sales manager in the 
Sarasota, Fla., division in 1990. 





25 


KtattaUdiiMyitt 




51859 6118 








Kevin Davcm has been promoted to 
chain account manager in the newly form¬ 
ed Atlanta Metro chain account division. 

Davem joined the company in 1978 as 
a sales representative in the St. Louis, Mo., 
division. In 1984, he was promoted to 
assistant division sales manager in the 
Eastern N.C. division, and appointed to 
special resource manager in the Atlanta, 
Ga., regional sales office in 1988. Davem 
became division manager in the Birming¬ 
ham, Ala, division in 1989. 

Kevin Barney has 
been promoted to 
chain account manager 
in the newly formed 
Norfolk chaindivision. 

Barney joined the 
company in 1980 as a 
sales representative in 
the Albany, N,Y., division. He was promoted 
to assistant division manager in the Albany, 
N.Y., division in 1985- In 1986, he was 
named special accounts manager in the 
Charleston, W.Va, division, where he was 
promoted to division manager the following 
year. 

Dave Riser has 
been promoted to 
manager, sales market¬ 
ing training, in the 
Home Office Sales/ 
Marketing Personnel 
Department. 

Riser joined the 
company in 1983 as a sales representative 
in the Indianapolis, Ind., division. In 1986, 
he was promoted to special accounts 
manager in the Indianapolis chain division, 
and named division training and develop¬ 
ment manager in the Indianapolis division 
in 1988. He was promoted to division 
manager in the St. Paul, Minn., division in 
1989. 

R. J. Germaine has been promoted to 
senior chain account manager in the Rich¬ 
mond, Va., chain division. 

Germaine joined the company in 1976 
as an area sales representative in the Wash¬ 
ington, D.C., division, where he was pro¬ 
moted to area merchandising manager in 
1980. Hewaspromoted to assistant division 
sales manager in the Roanoke, Va., division 


in 1981, and to division sales manager in 
1985. Germaine was promoted to chain 
accounts manager in the Richmond, Va., 
chain in 1986. 

Dennis Dillard has been promoted to 
division manager in the North Pittsburgh, 
Pa., division. 

He joined the company as a sales rep¬ 
resentative in 1985, in the Alexandria, Va,, 
division. He was promoted to special re¬ 
source manager, in the Alexandria division 
in 1988, and was appointed division train¬ 
ing and development manager in 1989. 

Jeffrey Rumberger has been promoted 
to division manager in theCharleston, W. Va., 
division. 

Rumberger joined the company in 1983 
as a sales representative in the South Pitts¬ 
burgh, Pa., division. He was promoted to 
special accounts managerin the North Pitts¬ 
burgh, Pa., division in 1986. 

Kay Adams has 
been promoted to man¬ 
ager, materials plan¬ 
ning, in the Home Of¬ 
fice Sales Department, 
She was assistant pro- 
motion manager, 
brand promotion op¬ 
erations. 

Martha Preston 

has been promoted to 
assistant manager, 
trade relations, in the 
Home Office Sales De¬ 
partment Shewas trade 
relations senior coor¬ 
dinator. 

Charlotte Woody 

has been promoted to 
sales communications 
assistant in the Home 
Office Sales Depart¬ 
ment She was admin¬ 
istrative assistant in the 
Payroll Operations De¬ 
partment before joining the Sales Depart¬ 
ment 


Donna Wood has 

been named to the 
position of specialist, 
carton merchandising, 
intheHomeOfficeMer- 
chandising Depart¬ 
ment, She was stenog¬ 
rapher in theMerchan- 

dising Department. 

William Winters has been promoted 
to assistant division training and develop¬ 
ment manager in the Las Vegas, Nev., di¬ 
vision. He was area sales representative in 
the Spokane, Wash., division. 

Steven Wall has been promoted to di¬ 
vision training and development manager 
in thie San Francisco, Calif., division. He was 
retail representative in the Oakland, Calif., 
division. 

John Breier has 
been promoted to di¬ 
vision training and de¬ 
velopment manager in 
foe Riverside, Calf., di¬ 
vision. He was area 
sales representative in 
the West Los Angeles, 

Calif,, division. 

William Hunsberger has been pro¬ 
moted to special accounts manager in the 
Washington, D.C,, division. He was area 
sales representative in the Annapolis, Md., 
division. 

Matthew Robinson hasbeen promoted 
to division training and development 
manager in the Tulsa, Okla., division. He 
was area sales representative in the East 
Oklahoma City district. 

Thomas Burns has been promoted to 
district manager in the Duluth, Minn., 
district. He was assistant division manager 
in the Fargo, N.D., division. 

Lucy Woodbam 
has been promoted to 
assistant marketing 
manager in the Home 
Office Brand Manage¬ 
ment Department. She 
was marketing assis¬ 
tant. 
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Mike Wright has 
been promoted to as- 
sistantmarketing man¬ 
ager in the Home Of¬ 
fice Brand Manage¬ 
ment Department. He 
was marketing assis¬ 
tant 

Dwight Liming 

has been promoted to 
assistant division man¬ 
ager in the Fargo, N.D., 
division. 

He was territory 
representative in the 
Fargo, N.D., division. 


TO DIVISION SPECIAL ACCOUNTS MANAGER 
Robert Fox 

East Atlanta, Ga., division 
Michael Davis 
Portland, Ore., division 
Paul Pikowitz 

West Chicago, IU., division 

TO ASSISTANT DIVISION MtNAGER 
Earl Right, ffl 
Providence, R.I., division 

TO SECRmRY, FIELD SALES 
Christina Felts 
Puducah, Ky., division 
Bernice Casado 
Chicago, HI., region 
Marlene Lieberman 
North Chicago, Id., division 
lisa Voremherg 
St. Louis , Mo , region 

TO DIVISION TIUINING AND 
DEVELOPMENT SUVAGER 
Beth Killian 

Salt Lake City , Utah, division 
James Herltold 
Tampa, Fla., division 

Note: Correction to the August 1992 is¬ 
sue—John Kaletsis was appointed to sales 
information manager in the Mid-Western 
sales area, not the North Central sales area. 
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GO FOR 1HE BIG STRIKE! 

Don’t settle for gold dust. Stake your 
claim on high profit sales. Work those 
full-price brands. 

But you'd better keep an eye peeled for 
the ole sidewinder. He’ll jump your 
claim. Steal your display space and 
merchandising presence. And, sell his 
brands at your expense. 

Communicate your brand message. 

Cash in on heightened consumer 
awareness. With determination, retailer 

promotions, as well as Consumer ^ 











